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CHAPIER I
INI'ROUUGriON

There are many definitions of distributive education.
Lucy Crawford defines distributive education as follows:
Distributive education is a vocational
instructional program designed to meet
the needs of persons who have entered or
are preparing to enter a distributive
occupation or an occupation requiring
ccmpetency in one or nore of the mrketing functims. It offers instruction in
marketing, merchandising, related management and personal development. (Crawford
& Neyer, 1972, p. 2)
Crat-rford and Neyer call distributive education "the peoplecenter rnenber of the vocational education family" (1972,
p. vii) .

Distributive education is a program of instruction

for those who are interested in careers in the field of
distribution.

The instruction of the student is centered on

the career objective of the student.

Distributive education

offers instruction for those who are already workll1e in
distributive occupations and for those who desire to enter
distributive occupations.

Post-secondary distributive educa-

tion is designed for young and old; for those who have left
high school; and for those who are enrolled as full-time
students in a community collep,e, junior colleee. or area
vocational-technical school.

The curriculum may be either a

one-year or two-year design, and may be general or specialized.
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A distributive occupation is one in which the tvorker is
engaged primarily in the marketing or ITErchandising of goods
and services, at both the management and

non-~ageiTEnt

levels.

The activities performed in a distributive occupation mi3ht
include selling, buying, transporting, storing, sales pramCion, financing, market research, and =agement (Crawford &
!1eyer, 1972).
The demand for properly trained tvorkers and the growing
interest in distributive occupations are factors that have
caused distributive education enrollments to expand.

The

federal govermnent has also played an important part in the
expansion of distributive education.

In 1936, Congress passed

the George-Dean Act and for the first time Congressional
allocations were eannarked for distributive occupations.

In

1946, the George-Bardon Act doubled money authorized for annual
appropriations for distributive education (Harris & 1-Joolschlager,
1976) .

i~ith

the passage of the Vocational Act of 1963, it

became possible for a state to transfer funds from one occupational category to another.

No longer were funds earmarked

for occupational fie1.-ds (Crffivford & t1eyer, 1972) .

The 1963

legislation is often referred to as the "people centered"
Act according to Harris and

l~lschlager

(1976, p. 47).

One of the concerns in the 1963 Act was to bring vocational
education in closer harm:my with the labor market needs of
the time.

With the passing of the Vocational Amendments of

3

1968, distributive education programs could serve all of the
people 1vho could profit from and \vho desired such training.
Furtado and Heyer quote Edward Harris as saying, "the 1968
Amenchnents basically say, we don't care 1.fuat kind of programs
you have, but serve the people" (Harris & 1-Joolschla8er, 1976,
p. 48).

The philosophy of having distributive education programs
\vhere needed is evident in the U.S. Office of Education
Instructional Program Codes for Distributive Education:
Instructional programs, lvhich can vary in
length and depd1, are structured to serve
the needs of persons wid1 diverse talents,
abilities, interests, cultural backgrounds,
and emplo~nent and training experiences
\vho want, need, and can benefit from instruction in marketing. (USOE, Instructional Program Codes for Distributive
Education, 1977)
\~le

this philosophy is being supported by

Co~~ess

and the

U.S. Office of Education, research should be conducted in order
to determine lvhere there is a need for distributive education
programs or training in the marketing discipline.
Statement of the Problem
Should a general marketing program be offered at Snow
College in Ephraim, Utah?

Two items of information are essential before this question can be

an~ red:

(l) d1e degree of employer support and

interest, and (2) the degree of student interest.
two

If these

factors are determined to be positive, the Snow College
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administration will have data that 1vill assist them in delermining the need for a general marketing program.

The data

will also aid in completing a Phase I, or Planning Proposal,
for the initiation of a request for role

desi~1ation

in

general marketing to t he Utah State Board of Regents.
Purpose of the Studv
The purpose of this study is to determine if there is
a need for a general marketing program.

The following

questions will be answered:
l.

Are the high school students in the Snow College area
interested in occupations related to general marketing?

Z.

How many of those students interested in general markeLing
occupations would att61d Snow College to receive training?

3.

Does Snow College area shaw sufficient need for general
marketing to warrant applying for a role designation through
the Board of Regents?

4.

Do the employers believe that there is a need for pretrained people in their businesses?

5.

\,;Till employers be supportive of a general marketing program?

6.

Are there sufficient part-time and full-time jobs available
to support the cooperative aspect of a general marketing
program?

5

Importance of the Studv
Currently there is a movement in the United States to
promote career awareness, orientation, and exploration at the
elementary and j=ior high school levels, and to promote
career preparation at the secondary and post-secondary levels
(Harris & 1-kJolschlager, 1976).

Thus, research in the field

of distributive education is important because of the large
number of jobs available in distribution (Crawford & Mever,

1972).

Hith the

advance~rent

of technology, and the increased

training requirements that go with this

advance~rent,

there

will be a far greater need for post-secondary occupational
programs.

It should be clear, therefore, that if business

and distributive education fields are going to make significant contributions to economic progress, personnel in these
areas nust rmke drastic improvements in the number of postsecondary offerings (Harris & Vklolschlager, 1976).
In the United States, there is currentlv a shift fran a
production to a service

econo~.

Such a shift r.ould

SUf~est

that people should be trained in the service occupations.
Alan Cambell, dean of the l!axwell Graduate School at Syracuse
University, agrees that the United States is rapidly shifting
from a production to a service economy.

The authors of the

Occupational Outlook Handbook concur with this trend.

The

authors predict "significant v:orvth between 1972 and 1985 in
service occupations" (Harris & \-kJolschlager, 1976, p. 250).
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In the state of Utah, the need for people trained in the
f ield of distribution is growing.

In the 1977 publ ication of

the Utah Job Outlook for Vocational-Technical Occupations, the
following infonnation can be found:

(l) an average annual job

openings figure in distributive occupations of 2,850, and
(2) 2n average job openin,~s figure in distributive occupations

of 90 in the Central Utah Planning District (Utah Job Outlook
for Vocational-Techni cal Occunations, 1977).
The Utah State Board of Education and Utah State University have developed a ''Master Plan" for curriculum development, entitled, Vocational Education J1anagement-Delivery Guide.
According to this guide the first activity in program development is to identify tYhat programs should be offered.
guide identifies the first

two

The

steps in program development

as (l) perform a labor market analysis, and (2) survev student
interests and goals (Utah State Board of Education, Vocational
Education l1anagement-Deliverv Guide, 1976).

In interviewing

with the Snow College vocational administrators a'1d business
teachers (November, 1976) it was indicated that no formal
training in the distributive or marketing field i s taking
place.

The national, state, and local trends would indicate

a need for research concerning student and employer needs for
a general marketing program in the Sn01v College area.
Scope of the Studv
This survey study tvill be conducted tvith selected businesses in Na..T"lti, Ephraim, and Mt. Pleasant, Utah.

F.rnployers
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will be surveyed to determine their interest in and support
of a general mrketing program at Sno.v College, Ephraim, Utah.
This study will also include a student interest survey to be
conducted with seniors at the follmving Utah high schools:
Manti, Gunnison, Richfield, North Sanpete, Juab, and \•layne.
The study will be delimited to the Snow College area.
Definition of Tenns
Central Utah Planning District
This district includes Juab, Sanpete, Sevier, Piute,
~Jayne,

and :ullard co1.n1ties, all in Utah.

(Job Service,

Utah Job Outl ook for Vocational-Technical Occupations, 1977,
p. 4)

Distributive Education
Distributive education is a vocational instructional
program desigped to meet the needs of persons who have entered
or intend to enter a distributive occupation .

It offers

instruction in mrketing, merchandising, managerrent, and
personal development (Crawford & Meyer, 1972) .
Employer Support and Interest
An

employer, in order to be considered supportive and

interested, must be willing to employ students participating
in the general marketing program, contribute funds to the
program, or be involved with activities concerning the general
marketing program.

8

General l1arketing
Organized subject matter and learning experiences
concerned with the general application of marketine fcmctions,
principles, practices, and procedures.

The basic knowledge,

skills, and attitudes developed in this program are applicable
to retailing , wholesaling, sales, and other marketing related
areas (U.S. Office of Education, Instructional Program
Codes for Distributive Educalion, 1977).
Marketing Functions
Include selling , buying, pronoting, transporting, storing,
pricing, financing, marketing research, and marketing
management (USOE, Instructirnoal

Pro~arn

Codes for Distributive

Education, 1977).
Harketing Occupation
One in Hhich one or !TOre of the marketing .functions are
performed (USOE, Instructional Program Codes for Distributive
Education, 1977).
Snoov College Area
This area will include Juab. Sanpete. Sevier, and \Vayne
counties , all in the state of Utah.
Student Interest
A student will be considered interested if he or she expresses an interest in a marketing related occupation or interest
in marketing courses as a career exploration effort.
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CHAPTER II
SELECI'ED REVIEl.l OF RElATED LITERATIJRE

This chapter covers three areas related to ne1v program
development.

Included first is a brief section dealing with

problems and challenges for post-secondary programs.

The

next section deals with h01v to conduct survey studies.

The

third section of this chapter summarizes survey studies
dealing with anployer interest and student interest in

nB·l

vocational programs that have been conducted in 1-Jashington,
Nebraska, and Utah.

These sections are followed by a brief

summary at the end of the chapter.

This 1 i_terat:nre was

selected in order to give the researcher a broader background
in hOlY to conduct a survey study and 1Yhat methods have been
successful in the past.

Special

~hasis

has been given to

the med<ods and procedures used by other researchers in the
field of vocational education.
Problems and Challenges
In an article in the Business Education Forum, Osg

(1975)

lists three objectives that should be included in marketing
or distributive education programs:
l.

To provide the student with basic concepts concerning the
nEny facets of business and industrv· corrrrensurate with his/her
abilities, desires, and ambitions.
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2.

To provide the student with specialized learning situations
to qualify him/her for positions in business and industrv
requiring specific lcnowledge and/or training and also to
provide a basis and background for additional academic
work towards advanced degrees.

3.

To assist the student in his/her personal development, career
exploration and determination, and expansion of his/her
interests in related fields, the arts, humanities, science,
and societv.

!~ny

(p. 19)

problems arise in trying to accomplish these objectives.

He must understand VJhat these problems are if vJe are to
accomplish any stated objective .
l'lanv students at the post-sec.:on<.lary level have inadequate
incentives and motivation.

Students at the post-secondary

level may not have any type of set career goals.
attend just to have sanething to do.

Many students

Some students attend

school to find a mate, or because it's the thing everybodv is
doing.
!1any institutions create a problem for students when they
consider that a high school diploma means an end to the
student's personal development.

In order to provide adequate

training for students, it is necessary to provide specialized
training for the students in the various categories of business and industry . The students may have goals ranging from
retailing to beef marketing production or fashion merchandising.
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Each student should have an opporlcmiLv to investigate and
learn the basics for his intended future 1.mile he is pursuing
his education (Ogg , 1975).
In providing

trainin~

for students in rural areas, educa-

tors are faced with the problems caused by a low socioeconomic
level.

Thus training opportunities are limited.

A promising

current recOOITEndation is the program of basic vocational
education for clusters of jobs that prepare students for a
n~er

of job opportunities (Budke

& Map,isos, 1974) .

How to Conduct Survey Studies
Accordil1g to the Utah State Board of Education, the first
activity in new program develo~1t is to identify vocational
education programs that should be offered.

According to the

Utah State Board of Education, two questions that should be
ansHered are:
l.

For what specific jobs or career fields should we provide
tramillg?

2.

Are the prospective students illterested in trainillg for
these careers?

(Utah State Board of Education, Vocational

Education ~!anagement-Deliverv Guide, 1976, p. vi).
The steps t hat are reccr.mended for ansHering these questions
are:

(l) Perform a labor market analysis, and (2) conduct

a student interest survey .
In any survey the first step is to identify the sample to
be surveyed and outline the tasks to be accomplished by the
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survey.

The next step

~uld

be to determine >mat method of

data collection will be used.

This might be a combination

of interviews and mailed surveys, for example.

The researcher

should develop a timetable for completing the survey.
this point the researcher

~uld

At

select the e.'ffict sample to be

surveyed and design an instrument that is appropriate.

A

cover letter and covering directions should be developed at
this time.

Before the instrument can be used it rrrust be pilot

tested on a sample that resembles the study sample as much as
possible.

Any problem areas discovered in the pilot test

should be corrected.

The next step is to conduct the survey.

If the survey is the personal interview type, three steps must

be taken.

First, a visitation schedule rrrust be developed;

second, an interviewer ' s kit must be prepared; and third, the
interviewer must practice or prepare for conducting the interviews.

If the survey is a mail survey, the researcher must

take the follo;.ri.ng steps:
l.

Develop a schedule for sending surveys and reminder cards .

2.

Mail the instrument and cover letter and directions.

3.

Send thank you reminder cards.

4.

Phone non-respondents.

5.

Visit non-responden ts.

After all the data has been received by the researcher, the
researcher must then analyze and interpret the data, and prepare a report of the findings.

(Utah State Board of Education,
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Nanageirent Delivery Guide, 1976, p. 452.
mation were taken from the following:

Parts of this infor-

Downie & Heath, Basic

Statistical Methods; Rummel, An Introduction to Research
Procedures in Education; and Brown, Manual for Local Evaluation.)
Previous Studies
In a multiphased study conducted at Washington Universitv,
~~

and Peck (1968) surveyed teacher coordinators and employ-

ers in the field of distribution, to determine what skills <vere
ITDSC important on the job, and which of those skills needed
increased emphasis at the secondary and post-secondary levels.
111e findings indicated that increased training efforts should
be directed towards the following:
l.

Job knowledge

2.

Human relations

3.

Personal charac teristics

4.

Camunications

5.

Mathena tics (Basic Arithmetic)

6.

Salesmanship

7.

Internal & external organization relationships
Boardman and Hutcheson (1974) in a four-phase sttrly

undertaken at the University of Nebraska, attempted to
determine the need for ITDre programs in cooperative education.
Phase TWo of the study consisted of a survey of student interests and educational goals.

Phase lhree of the study consisted

of a survey of employer needs and interests.

In the third
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phase, employers were surveyed lo determine their willingness
to employ vocational graduates.

The results of the study

showed that 62% of the llth and 12th grade students did
not plan to attend a four-year college and about 33% \.Jere
interested in business or vocational education SLIDjects .
Employers were found to be moderately interested in working
with a cooperative work program.
Koenig (1976) conducted surveys of students and employers
to determine the interest in an expanded distributive education program at Bountiful High School, Bountiful, Utah.
Koenig surveyed 10"1.. of the sophorrores , juniors , and seniors
at Bountiful High.

The next phase of the studv consisted of

a telephone survey of 25 of the parents of the students
surveyed.

The third phase of the study consisted of a

survey of employer interest in an expanded dis tributive edu cation program.

The results of the study showed that L,S% of

all the students surveyed planned a career in business, 32%
of which planned to enter a career in distributiOt1.

SeveP.ty-

five percent of the students supported the idea of a part-time
job during school.

Four out of five of the students surveyed

were interested in distributive education Hhen it was explained
to them.

Sixty-eight percent of the businesses \vere \.Jilling

to employ students enrolled in the distributive education
program.
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The Fillmore study (1969) conducted in Brigham City,
Utah, attempted to implement a cooperative distributive
education program.

Although there was a tendency in this

area to resist federally funded programs, Fillmore attributes
the success of this study to good communication and the
cooperation of all those who participated.

In the studies that have been sunrnarized in this section,

it may be noted that all of the data collected in the surveys
tended to indicate an interest in marketing and distributive
education programs by employers and students.

All of these

studies resulted in the expansion of existing programs, or
the developrent of new programs, based upon this apparent
interest.
In most of these studies a combination of techniques

were used.

The techniques rost cornmnly used were:

1.

Personal interviews

2.

Hailed surveys

3.

Telephone interviews

All three techniques seerred to be adequate for this type of
study .

Two concerns were reflected in the studies revieo;ved.
First, there was a concern about manpower needs or the demand
for properly trained employees.

Second, there was a concern

that existing programs were not meeting the needs of the students.
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Although there are other things that must be considered in the
development of new programs, these
concern among experts in the field.

two

areas seem to be of prime

Hopkins (1975) states:

"the ability to channel vocational and technical education
programs into manpower areas that need training is very
important in the development of an occupational traininp, system"
(p. 43).

Ogg (1975) states:

"a post-secondary marketinp, or

dis t ributive education program should attempt to reassess the
importance of the individual and focus on his growth" (p. 20).
Thus, it can be seen that, although not the only factors to
be considered, student interests and employer interests are
important factors in new program development.
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CHAPTER III
METIIODS Ac'ID PPJlCEDURES

The results of this study were used to determine the
degree of student and employer interest in a general marketing
program at Snow College in Ephraim, Utah.

The procedures

and rrethods used in this study are as follows:
1.

Samples to be surveyed were determined.

2.

Questionnaires to be used were developed.

3.

Data was collected.

4.

Data was tabulated and analyzed.
Population and Samples
1\.u populations were involved in this study:

(1) employers

in general marketing related businesses in Ephraim, l1anti,
and l1t. Pleasant, and (2) hip)l school seniors at Juab, North
Sanpete,

~~ti,

Gunnison, Richfield, and Wayne High Schools.

Approximately 62/, of the marketing related businesses, or
22 of 35 businesses, were surveyed.

Four major businesses

(10 employees or more) were included in the sample.

The

rest of the sample tvas rrade up of minor businesses (10 employees
or less).

Of the 457 seniors enrolled in the high schools

surveyed, 326 (71.3%) completed the questionnaire.

Table 1

gives a breakdown of the percentage of the total seniors
enrolled and the percentage surveyed at each high school.
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Table l
Percent of Seniors Enrolled
that were Surveyed in the Study
High

Seniors

Seniors

Percent of

school

enrolled

surveyed

respondents

Juab

66

36

54.5':~

No. Sanpete

77

48

62 .3%

lfanti

89

6i

68.5%

Gurmison

40

40

100 .(]'1.

Richfield

149

118

79.2%

Wayne

36

23

63. 9'7,

Total

457

326

71.3/,

--------------------------------------~--

The Instruments
TWo questionnaires to measure the objectives of the

study were developed and pilot tested; one for interviewing
employers, and another for surveying the high school seniors.
The employer interview questionnaire lvas pilot tested in the
l.Dgan area in an actual interview situation with the owner/
manager of Ceenies', a ladies ' wear shop in the Logan area.
The student questionnaire was piloted at Bear River High
School in Traronton, Utah .
Gathering the Data
This study was conducted in t= phases.

The first phase

was the student survey, 1Jhich was conducted by the counselors
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and principals at the various high schools.

The first phase

tvas conducted as follOtvS :
1.

The principals were contacted by telephone and permission
to survey was obtained.

2.

Instructions as to the purpose and hOtV the survey should
be conducted tvere given by telephone.

3.

The questionnaires and return envelopes tvere mailed
to the various high schools.

4.

(See appendices)

The cmmselors distributed the surveys to the hanerooms,
where the questionnaires tvere completed.

5.

The principals returned the questionnaires by mail.
The second phase of this study consisted of interviewing

22 employers involved in marketine; in Ephraim, Manti , and
Mt. Pleasant.
1.

The second phase tvas conducted as follovJS:

The general marketing related businesses were listed
by the researcher .

2.

The researcher then interviewed employers in 22 of the
35 marketing related businesses but Has tmable to
contact the remaining 13.
Analysis of Data
All data was tabulated manually and recorded in tables

or lists that consisted of frequency cmmts and percentages.
This data was then used to !!Eke conclusions and reccmnendations.
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CHAPTER IV

FINDINGS
As explained in chapter three, the study was canpleted

in ttvo phases.

The data obtained in these ttvo phases is

SUITIT\ll"ized in ttvo sections in this chapter.

The section

entitled Phase I summarizes the data obtained from the survey
of high school seniors, while the section entitled Phase II
surnTarizes the data obtained from the employer interviews.
The objectives of this study were as follows:
1.

Are the high school students in the Snow College area
interested in occupations related to general marketing?

2.

P.ov1

rna.Tly of those students interested in general marketing

occupations would attend Snow College to receive training?
3.

Does Snow College area show sufficient need for general
marketing to tvarrant applying for a role designation through
the Board of Regents?

4.

Do the employers believe that there is a need for pretrained people in thei.r businesses?

5.

\Vill employers be supportive of a general marketing program?

6.

Are there sufficient part-t:i.Ire and full-time jobs available
to support the cooperative aspect of a general marketing
program?

21

Phase I (Student Survev)
Descriotion
An

example of the questionnaire used to gather the

data can be found in the appendices of this study.

The

questionnaire consisted of three questions, with question
t:wo having t:wo parts (a & b).

The students surveyed were

to answer the following questions (questions one and

two

pertain to objective one of the study and question three
pertains to objective two) :
1.

\~t

type of post-secondary education do you plan to

pursue?

(The students were asked to check one of four

choices; t:wo-year college, four-year college or university,
vocational school or trade-tech, or none of the above.)
2.

Follow:ing a brief description of what a general marketing
program might entail, the students were asked:
a.

\~ould

you be interested in receiving this type

of training?
b.

Hould you be interested in taking a class in
general marketing to find out if you are interested in
this type of work?

(Both questions were to be

answered by checking yes or no.)
3.

\\Tcmld you be lvilling to attend Snow College to receive
such training if it were available?
to check yes or no.)

(The students were
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Objective I
Are the high school students in the Snow College area
interested in occupations related to general marketing?
Post-Secondary Goals
The following data was tabulated from responses to
question one.
l.

Of the 36 students surveyed at Juab High School, 9 (25%)
planned to attend a two-year college; 5 (13.r/.) planned
to attend a four-year institution; 16 (44.4%) planned to
attend a vocational school or trade-tech; and 6 (16. 7'1.)
had plans other than those listed on the questionnaire.

2.

Of the 48 students surveyed at North Sanpete High
School, 19 (39.6%) planned to attend a two-year college;
6 (12 .5%) planned to attend a four-year institution;
10 (20.8%) planned to attend a vocational school or
trade-tech; and 13 (27 .1';;) had plans other than those
listed on the questionnaire.

3.

Of the 61 students surveyed at Hanti High School, 32
(52.5%) planned to attend a avo -year college; 6 (9.8%)
planned to attend a four-year institution; 16

(26.~/.)

planned to attend a vocational school or trade-tech;
and 7 (11.5%) had plans other than those listed on the
questionnaire.
4.

Of the 40 students surveyed at Gunnison High School,
20 (50.0%) planned to attend a bYO-year college; 8
(20.0%) planned to attend a four-year institution;

23

5 (12.5%) planned to attend a vocational school or
trade-tech; and 7 (17. 5%) had plans other than those
listed on the questionnaire.
5.

Of the 118 students surveyed at Richfield High School,
31 (26.3%) planned to attend a two-year college; 43
(36.4%) planned to attend a four-year institution;
32 (27.1%) planned to attend a vocational school or
trade-tech; and 12 (10.2%) had plans other than those
listed on the questionnaire.

6.

Of the 23 students surveyed at Hayne High School,
l (4.3%) planned to attend a two-year college; 6 (26.1%)
planned to attend a four-year institution; ll (47.8%)
pl anned to attend a vocational school or trade-tech;
and 5 (21./lo) had plans other than those listed an the
questionnaire .

Totals revealed that 112 (34.4%) of the 326 seniors surveyed
planned to attend a ovo-year college; 74 (22.7%) planned to
attend a four-year institution; 90 (27.6%) planneQ to attend
a vocational school or trade-tech; and 50 (15.3%) had plans
other than those listed on the questionnaire.
on page 24.)

(See Table 2
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Table 2
Post-secondary

School
Juab

No.

Sanpete

Manti

Gunnison

Richfield

Wayne

Total

C~als

of Students Surveyed

2-year

4-year

college

college

9

5

(25 .0%)

Voc. school

None of

or trade-tech the above
16

6

(13.9%)

(44.4%)

(16 . 7%)

19

6

10

13

(39. 6"/,)

(12.5%)

(20.8%)

(27.1%)

32

6

16

7

(52. 5"/,)

(9 . 8%)

(26. 2%)

(ll.S%)

20

8

5

7

(50.0%)

(20. cr,~)

(12. 5%)

(17.5"/,)

31

31

43

12

(26.3%)

(26. 3%)

(36.4%)

(10.2%)

1

6

ll

5

(4.3%)

(26. 1%)

(47. 8%)

(21. 7%)

112

74

90

so

(34.4%)

(22 . 7%)

(27. 6%)

(15. 3"/,)

Interested in General Marketing
The following data 1vas tabulated from responses to
question
1.

n~.

Of the 36 students surveyed at Juab High School, 17
(47.2%) indicated that they were interested in receiving
training in general marketing , while 19 (52.8'/,) indicated
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that they were not interested in such training.

Of

those surveyed, 22 (61.1%) indicated they 1vere interested
in taking an exploratory class in general marketing,
1vhile 14 (38. 9%) indicated they were not interested
in an exploratory class.
2.

Of the 48 students surveyed at North Sanpete High School,

21 (43.8%) indicated that they were interested in
receiv1ng training in general marketing, lvhile 27
(56. 2%) indicated that they were not interested in
such training.

Of those surveyed, 20 (41.11.) indicated

they were interested in taking an exploratory class
in general marketing, lvhile 28 (58. 3%) indicated that
they were not interested in an exploratory class.
3.

Of the 61 students surveyed at 11anti High School, 19
(31.1%) indicated that they 1vere interested in receiving training in general marketing, 1.mile 42 (68.9%)
indicated that they were not interested in such
training.

Of those surveyed, 31 (50.8%) indicated

that they were interested in taking an exploratory
class in general marketing, lvhile 30 (49 .2%) indicated
that they were not interested in an exploratory class.
4.

Of the 40 students surveyed at Gunnison High School ,

21 (52.5%) indicated that they were interested in
receiving training in general marketing , lvhile 19
(47 .5%) indicated that they 1vere not interested in
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such training.

Of those surveyed, 27 (67 .5%) indicated

that they were interested in taking an exploratory class
in general marketing, while 13 (32.5%) indicated that
they were not interested in an exploratory class.
5.

Of the 118 students surveyed at Richfield Hif,h School,

50 (42.4%) indicated that they were interested in
receiving training in general marketing, while 68

(57.6%) indicated that they were not interested in
such training.

Of d1ose surveyed, 58 (49.2%) indicated

they were interested in taking an exploratory class in
general marketing, while 60 (50 . 8%) indicated they were
not interested in an exploratory class.
6.

Of the 23 students surveyed at Wayne High School, 8
(34.8%) indicated they tvere interested in receiving
training in general marketing, tmile 15 (65.2%) indicated
they were not interested in such training.

Of those

surveyed, 9 (39.1%) indicated they were interested in
taking an exploratory class in general marketing, while

14 (60.9%) indicated that they were not interested in
an exploratory class.
Totals revealed that 136 (41. 7%) of the 326 seniors surveyed
were interested in receiving training in general marketing,
while 190 (58.3%) were not interested in receiving such
training.

Totals also revealed that 167 (51.2%) of those

surveyed were interested in taking an exploratory class in
general marketing, while 159 (48. 8%) were not interested in
an exploratory class.

(See Table 3 on page 27.)
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Table 3
Student Interest in General Marketing (Q1) Program
Exploratory
School

Q1

training

class in

Q1

Attend Snow
for

Q1

training

Juab
Yes

17 (47 .'l'lo)

22 (61.1%)

13 (36 .1%)

No

19 (52. 8%)

14 (38. 9"1.)

23 (63. 9%)

Yes

21 (43 . 8%)

20 (41. 7%)

21 (43 .8%)

No

27 (56 .2%)

28 (58 . 31.)

27 (56.2%)

Yes

19 (31.1%)

31 (50 . 8%)

24 (39. 3%)

No

42 (68. 9%)

30 (49 . Ll.)

37 (60. 7%)

Yes

21 (52.5%)

27 (67.5%)

25 (62.5%)

No

19

(47.5~~)

13 (32. 5%)

15 (37. 5%)

Yes

so

(42.4%)

58 (49.27.,)

26 (22 .0%)

No

68 (57 .6%)

60 (SO. 8%)

92 (78. 01.)

Yes

8 (34.8%)

9 (39 .1%)

2 (8. 7%)

No

15 (65.2%)

14 (60 .9%)

21 (91. 3%)

Yes

136 (41. 71.)

167 (51. 'l'lo)

111

No

190 (58. 3%)

159 (48. 8"1.)

215 (66 . 0%)

No. Sanpete

Manti

Gunnison

Richfield

Wayne

Total
(34.0';~)
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Objecti ve II
How many of those students interested in general marketing

occupati ons would attend Snow College to receive training?
Students Wil l ing to Attend Snow Col lege
The r esul ts were as follows:

1.

Of the 36 students surveyed at Juab High School, 13
(36.1%) indicated that they were willing to attend

Sn~v

College to receive training in general marketing, tvhile
23 (63. 9%) indicated that they were not willing to
att end Snow College to receive such training.
2.

Of t he 48 students surveyed at North Sanpete High School,
21 (43 .8%) indicated t hat they were willing to attend
Snow College to receive training in general marketing,
while 27 (56 . 2%) indicated that they were not willing
to attend Snow College to receive such training.

3.

Of the 61 students surveyed at !!anti High School, 24
(39. 3"1.) indicated that they were •lilling to attend
Sno.-1 College to receive training in general marketing,

while 37 (60.1!.) indicated that they

~e

not willing

to attend Snow College to receive such training.
4.

Of t he 40 s tuden ts surveyed at Gunnison High School,
25 (62.5%) indicated that they were willing to attend
Snow College to receive training in general marketing,
while 15 (37 .5%) indicated that they were not willing
to attend Snow Col lege to r eceive such training.
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5.

Of the ll8 students surveyed at Richfield High School,
26 (22.0%) indicated that they were willing to attend
SnCM College to receive training in general marketing,
while 92 (78. a'/,) indicated that they were not tvilling
to attend Snow College to receive such training.

6.

Of the 23 students surveyed at Wayne High School,
2 (8.7%) indicated that they were willing to attend
Snow College to receive training in general marketing,
while 215 (66.0%) indicated that they were not willing
to attend Snow College to receive such training.

Totals showed that 111 (34.0%) of the 326 seniors surveyed
were willing to attend Snow College to receive training in
general marketing, while 215 (66. 0%) were not tvillinp; to
atte.'l.d Snow College to receive such training.

(See Table 3

on page 27.)
Objective III
Does Snow College area show sufficient need for general
marketing to warrant applying for a role designation through
the Board of Regents?
The fo llowing information was also revealed in the
Phase I survey :
1.

Of the 36 students surveyed at Juab High School, 12
(33.3%) indicated that they were interested in the
general marketing program or exploratory class but
would not attend Snow College to receive such training,
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while 12 (33.3%) indicated that they were interested
in the general marketing program or the exploratory class
and vxmld be willing to attend Snow College .
2.

Of the 48 students surveyed at North Sanpete High School,
5 (10.4%) indicated that they were interested in the
general marketing program or the exploratory class but
would not attend

Sn01~

College to receive such training,

while 19 (39.6%) indicated that they were interested
in the general marketing program or the exploratory class
and would be willing to attend SnCJ\oJ College .
3.

Of the 61 students surveyed at Manti High School, 9 (14.8%)
indicated that they were interested in the general
marketing program or the exploratory class but would not
attend Snow College to receive such training, >vhile 20
(32. 9%) indicated that they were interested in the
general marketing program or the exploratory class and
~mld

4.

be

•~lling

to attend

Snat~

College.

Of the 40 students surveyed at Gunnison High School, 4
(10.0%) indicated that they were interested in the general
marketing program or the exploratory class but would
not attend Snow College to receive such training, \vhile
25 (62. 5%) indicated that they t-Jere interested in the
general marketing program or the exploratory class and
would be willing to attend Snow College.

5.

Of the ll8 students surveyed at Richfield High School,
39 (33.1%) indicated that they were interested in the
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general marketing program or the exploratory class but
v;ould not attend Snow College to receive such training,
while 26 (22.0%) indicated that they were interested
in the general marketing program or the exploratory
class and would be willing to attend Snow College.
6.

Of the 23 students surveyed at Wayne High School, 7
(30.4%) indicated that they were interested in the
general marketing program or the exploratory class but
v;ould not attend Snow College to receive such training,
1vhile 2 (8. 7%) indicated that they were interested in
the general marketing program or the exploratory class
and 1-JOuld be willing to attend Snow College.

Totals revealed that 76 (23.3%) of the 326 students
surveyed were interested in receiving training in a general
marketing program or exploratory class but were not willing
to attend SnaN College to receive such training.
surveyed, 104 (31. 9"/,) indicated that they
in the general marketing program or the

1~re

Of those

interested

explorato~y

class

and were willing to attend Snow College to receive this
training.

(See Table 4 on par,e 32.)
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Table 4
Students Interested in Training or Exploratory Class in
General

School
Juab

~!arketing

that lJould be Hilling

to Attend

Sn~v

College

\vould attend

Would not attend

12 (33 .3%)

12 (33. 3"1.)

No . Sanpete

19 (39 .6'lo)

5 (10.4%)

Manti

20 (32. 9%)

9 (14.8%)

Gunnison

25 (62.5%)

4 (10 .0%)

Richfield

26 (22. O'l,)

39 (33.1%)

2 (8.7/;)

7 (30.4%)

\-Jayne
Total

104

(31. 9%)

76 (23. 3'7,)

Pha:;e II (Emplover

Intervie~v)

Description

An example of the employer

intervie~V

questionnaire used

in Phase II can be found in the appendices of this study.
The questionnaire consisted of five questions.

The intervie~Ver,

after a brief introduction and explanation of what a general
marketing program is, asked the following questions of the
employers (question one pertains to objective four; questions
two, three, and four pertain to objective five; and question

five pertains to objective six):
1.

Do you believe there is a need for pretrained people in

your business or other businesses similar to yours?
(The response was recorded as yes or no.)
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2.

Do you employ any students from Snow College during the

year?
3.

(The response was recorded as yes or no.)

If you had a part- time job opening available, would you

be willing to hire a student who was involved in a general
marketing program?

(The response tvas recorded as yes

or no.)
4.

lllould you want to know more about such a program if it
became available?

(The response was r ecorded as yes

or no.)
5.

How many students could you employ part tir.-e in your

business?

(Number response was solicited .)

Objective IV

Do the employers believe that there is a need for
pretrained people in their businesses?
Of the 35 marketing rel ated businesses in Ephraim,
and Mt. Pleasant, 22 (62 . 9%) were surveyed.

~ti,

Of the 22

surveyed, 22 (100.0%) indicated to the interviewer that
they believed pretrai ned people were needed in their
businesses or slinilar businesses .

(See Table 5 on page 35.)

Objective V
\~ill

employers be supportive of a general marketing

program?
The following data was tabulated from the completed
employer interviev; questionnaires:

34

l.

Of the 22 businesses surveyed, 6 (27%) indicated that
they currently employed Snrnv College students either
full or part time, while 16 (73%) indicated that thev
did not employ any SnOIV College students either full
or part time.

2.

Of the 22 businesses surveyed, 20 (91%) indicated that
they would employ Snow College students invol ved in a
general marketing program on a

part-tL~

basis.

Of

those surveyed, 2 (9"1.,) indicated that they loJOuld not
employ students involved in such a program.
3.

Of the 22 businesses surveyed , 19 (86%) indicated that
they would l ike to knOl-l oore about the general marketing
program if it

becan~

available, while 3 (14%) indicated

that they did not need additional information.

(See

Table 5 on page 35.)
Objective VI
Are there sufficient part-time and full-tirre jobs avaHable
to support the

cooperative~ect

of a general marketins program?

As a r esul t of the employer interview, 41 potential part-time

positi ons were i dentified.

These positions are possible posi-

tions, not avail able positions .
immediately available.)

(Sorre of the positions were
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Table 5
~loyer

~loyers

Interest in a General Marketing Program
Yes

No

22

0

who believe pretrained

people are needed in their
(100/o)

(0"/.,)

6

16

(27%)

(73%)

business or in similar businesses

~loyers

who currently employ

Snow College students part time

If a part-time job were available
would employer hire student from
general marketing program at
SnO<~

20

2

(91~~)

(9"/.,)

19

3

(86%)

(14%)

College

~loyer

t..ould like to know fTXJre

about the program
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CHAPTER V
sutMA.R.Y, CONCLUSIONS, AND RECCM1ENDATIONS

The PUil)OSe of chis study was to determine if there
was a need for a general mrrketing program at Snow College
in Ephraim, Utm1.

The specific objectives or questions

to be answered were as follmvs:

1.

I:l:l the employers believe that there is a need for
pretrained people in their businesses?

2.

Are there sufficient part-ti.tre and full-time jobs
available to support the cooperative aspect of a
general marketing program?

3.

~hll

employers be supportive of a general marketing

program?
4.

Are the high school students in d1e Snow College area
interested in occupations related to general marketing?

5.

How many of those students interested in general
marketing occupations 1vould attend Snow College to
receive training?

6.

I:l:les the Snow College area shmv sufficient need for general
marketing to warrant applying for a role designation
through the Board of Regents?
The study was conducted in tv.o phases.

of a student interest survey.

Phase I consisted

Seniors at Juab, North Sanpete,

!1anti, Gurmison, Richfield, and !Jayne high schools were
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surveyed.

Approximatelv 72"/, of the seniors enrolled at

tl1ese high schools completed the questionnaire.

(A sample

questionnaire can be found on page 46 in the appendices.)
Phase II of iliis study consisted of intervie<vs 1,;ith employers
in Ephraim, Hmti, and l1t . Pleasant, Utah.

Approximately

6Yio of ilie employers in general marketing related businesses

were surveyed.

(A sample interview form can be found

on page 47 in the appendices.)
Conclusions
Do the emolovers believe that there is a need for

pretrained people in their businesses?

The conclusion must

be made that employers do feel a need for pretrained people
in their businesses.

In response to this question, lOCf'lo

of the errq:>loyers interviewed answered yes.
Are there sufficient part-time and full-time jobs
available to suoport the cooperative aspect of a general
marketing program?

As a result of this study, 41 rotential

part-time positions >vere identified .

Data obtained from Job

Service showed approximatelv 90 full-time jobs available
each year in the Snow College area.

It must be concluded that

there are sufficient jobs to support an active coop program
at Snow College.
Will employers be supportive of a general marketing
program?

\.Jhen the employers were asked if thev 1vould hire

students involved in a general marketing nrogram, 91%
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indicated that they =uld do so.

Of those surveved, 86%

indicated that they =uld like rrore infonnation about the
program.

It can be concluded that the employers in Ephraim,

Hanti, and 11t. Pleasant =uld be supportive of a general
marketing program.
Are the high school students in the Snow College area
interested in occupations related to general marketing?
Data obtained from the student survey revealed that 136
(41./lo) of the 326 seniors surveyed were interested in

receiving training in general marketinr;.

The figures rose

to 167 (Sl.Tio) when those interested in the exploratory
class were included.

Therefore, it can be concluded that

a high percentage of the students in the Sn01v College area
are interested in general tm.rketing.
How many of those students interested in general marketing

tvould attend Snow College to receive training?

The results

of the survey indicated that 104 (31. 9'%) of the 326 seniors
surveyed were interested in receiving training in general
marketing or were interes ted in the exploratory class and
willing to attend Snow College for such training.

The data

indicated that 76 (23. 3%) were interes ted but ,,,ere not
willing to attend SnO\v College for the training.
Does the Sncw College area shew sufficient need for a
general marketing program to warrant applving for a role
designation through the Board of Regents?

TI1e fact that all
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the answers to the other obj ectives of this studv \vere positive
would indicate the need for a role designation in general
marketing.

It can be concluded that Snow College \-JOuld be

justified in applying for a role designation in general
marketing.
Recorrmendat ions
The following is a list of reconuendations the researcher
would make to Snow College adminis trators as a result of having
carqJleted chis study:
1.

Snow College should begin a general marketing program
in order to serve the needs of students in the Snow College
area.

It is

reconmended that Lhe title C.eneral Marketing

be used for the program.
fold.

The reason behind this is avo-

First, the soon-to-be-revised occupational codes

define general marketing as organized subject matter and
learning experiences concerned with the general application
of marketing functions, principles , practices, and procedures.

The basic

kn~~ledge,

skills, and attitudes

developed in this program are applicable to retailing,
wholesaling, sales, and other marketing related areas
(U.S. Office of Education, 1977).

This definition of

general marketing leaves room for diversification and speciali zation in the areas of sales , retailing, wholesaling, and
other marketing related areas .

Thi s gives great flexibility
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to the program.

The second reason that tile title r.eneral

~keting should

be used is that it is a more realistic

indication as to what the student will be able to do \vith
the two years of training.

The students should expect

to be placed with finns at a higher salary than if thev
had not received the training, but rrost finns require a
~~gement

training period before placing people into

management positions.

Thus, the Litle of

C~neral ~~rket

ing is indicative of what he/she can expect in tenns of
emplovment upon completion of the orogram.
2.

Using the results of this study. and any other study
necessary , Snow Coll ege administrators should apply for
additional funding from state and federa l sources to
aid in the deve l.opment and implenentation of the general
marketing program.

The area of need is a top priority

for funding from both federal and state sources .
3.

It is recommended that further research be conducted to
detennine ,.my 76 of the students interested in the general
marketing program, or 23% of those surveved, were not
willing to attend Snow College to receive such training.

4.

The present placement aspects of the coop program at
Snow should be reviewed.

Sixteen (73%) of the employers

had no Snow College students employed, yet the majority
of employers were very supportive of the program.
~~y of the employers interviewed eA~ressed their feelings
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that there was a lack of comrunication between themselves
and the college.
5.

It is recO!Til'el1ded that all three aspects of a sot.md
marketing program be implemented.
of classroan instruction.

First, a sot.md program

Second, a well-organized DECA

or Distributive Education Chapters of America organization.
DECA is a cocurricular student organization designed to
develop leadership in the student.

Third , an active

cooperative work experience program that is directly
related to marketing should be developed.
6.

It is also reccmnended that sane type of ei!!ployer training
and information plan be developed to further inform
employers on how cooperative education can be of benefit
to thffil and to the school.

7.

It is highly recO!Til'el1ded that a trained dis t ributive
education teacher-coordinator be hired to assist existing
faculty in the developrrent and implerrentation of the
general marketing program.

8.

It is further recorrmended that a study dealing 1.ri..th course
content or curriculum be undertaken to determine what
subject matter should be taught.
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UNIVER SITY· LOGAN. UTAH 84322

DEPARTME NT OF
BUSINESS EDUCATION

COLLEGE OF BUSINESS
UMC 35

801·752-4100

December 15, 1977

As a part of my graduate .vork at Utah State University, I am conducting
a study of student interest in a general marketing program at Sno.v College,
Ephraim, Utah. I tru l y appreciate your consent to aid me in this study.
This study wi 11 provide Snow College with info rmation that may help obtain
a role designation for general marketing from the State Board of Rege nt s.
As we agreed on the phone, this questionnaire should be administered to
seniors in their homerooms. I wou ld appreciate it if you could return
the comp l eted questionnaires by January 10, 1978.
Thank you very much for your cooperation.
Sincere l y,

Rick L. Dove
Graduate Assistant
pah
Enclosures:

Student Questionna i res
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APPENDIX B

Student Questionnaire
INS'IRUCTIONS: Complete
the directions given by
completely as possible.
ask your instructor for
l.

I plan to attend:

the following questions according to
your instructor. Please answer as
If you have any question, please
help.
a two-year college
a four-year college or university
a vocational school or trade-tech
none of the above

2.

General Marketing is an area in business. A student in
this area woul d study to becorre a sales clerk, insurance
salesman, department store manager, sales representative
for a company such as IBM, or he/she might go into business
for him/herself. In a C..eneral Marketing program the student
would not only take classes at the school, but would work
part tirre to receive training in his or her chosen career.
The student would receive college credit for this on-thejob training, plus pay for the work he/she does.
a.

Would you be interested in receiving this type of
training?
YES

b.

Would you be interested in taking a class in general
marketing so you could find out if you are interested
in this type of work?
YES

3.

NO

NO

Would you be willing to attend Snow College to receive such
training i f it were available?
YES

NO

1lJANK YOU FOR HELPING Willi 'll!E <D1PLEI'ION OF 'lHIS STUDY.
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APPt::NDIX C
Employer Interview Questionnaire
INl'RODUCTION: Hi, my name is
, I am conducting
a survey in conjtmction with Snow College. The purpose of the
study is to determine whether employers in the Snow College
area feel a need for/or have an interest in a nav program
that might be offered in Lhe near future.
The program we are considering is a General Harketing program.
In this program the student receives not only classroom instruction in retailing , marketinp, pricing, sales. custoner relations,
and managerrent; but he/she receives training on tC.~ job. The
student is placed •vith employers, like vourself, and he/she
receives training from someone \vho has worked and been successful
in the business field. TI1 student receives both college credit
and pay for the work he/she does on the job. In order to make
a program like this one work, it takes the interest ru1d support
of the employers in the area .
l.

Do you believe t hat there is a need for pretrained people in
your business or other businesses that are similar to yours?
YES

2.

NO

Do you employ any students from Snow College on a part-time

basis during the year?
YES

3.

If you had a part-time job opening available, \vnnld vou be
willing to hire a student '"ho \vas involved in a prop:ram like
this?
YES

4.

NO

1-Jould you want to know oore about such a program if it
became available?
YES

5.

NO

NO

HeM many students could you employ on a part-time basis in
in your business?

THANK YOU FOR YOUR TJME AND EFFORT IN HELPING ME COMPlETE
nns SURVEY.

